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ABSTRACT
This	thesis	is	an	exploration	in	how	a	multi-media	marketing	campaign	can	effectively	brand	an	actual	
bike park business in development. It is divided into three main promotional components, a brochure, 
a website, and a video. Through compelling imagery, carefully crafted text, and thoughtful design, they 
successfully communicate key messages, creating a memorable and lasting impression of the brand. 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
In my professional experience, most company brands are not crafted as a complete entity. They are 
assembled	as	separate	stand	alone	pieces	with	no	conscious	effort	to	link	them	all	together	in	one	
comprehensive entity. This stems more from lack of education on how critically important a cohesive 
brand	is	to	success	and	improper	division	of	design	authority	within	the	organization.	Rarely	is	there	
a brand manager on hand that has the vision and authority to put together a top-to-bottom marketing 
campaign that has a strong first impression and a lasting impact.
I define the essence of branding with what I call the three C’s: Consistent, Communicated, and Connected. 
A great brand must be consistent, a great brand must be communicated frequently, and a great brand must 
be emotionally connected to its target audience. In order to do an excellent job communicating internally 
and externally, one has to understand how to successfully employ these brand principles. These are not 
only elements I know intuitively as a creative professional, but also principles I’ve integrated into this 
project. In this thesis project, I focus on the emotional connection to the target audience and consistency 
in written word and imagery. I used survey results to evaluate the success of my campaign.
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All my thesis components are available online.
Brochure
http://www.royka.com/thesis/brochure/land-brochure-print.pdf  (high resolution @ 16.3 MB)




https://vimeo.com/83853361 (HD @ 720p x 1280)
Thesis Documentation
http://www.royka.com/thesis/documentation/royka-thesis-doc-web.pdf  (low resolution @ 7.5 MB)
http://www.royka.com/thesis/documentation/royka-thesis-doc-print.pdf  (low resolution @ 46.3 MB)
NOTE: The project components are currently hosted on my personal web server. They will only be hosted 
temporarily as I intend to make changes to each piece. The Vimeo video will be deleted and replaced with a 
new version once it is finished.
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INTRODUCTION
Thesis Topic
Integrated Marketing Campaign for The Land Freeride Bike Park







Creating a consistent and integrated marketing campaign with:
 1. Brochure
 2. Responsive Website Design
 3. Promotional, Web-Based Video
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Topic Selection History
I think it may be important for everyone to know a little more about the background of how I chose this 
topic for my thesis project. While I can’t possibly explain every detail over the past decade here, I will try 
to provide an extremely brief overview of my journey.
I bought my first mountain bike in 1991 and began to mountain bike as a recreational activity. The sport 
of mountain biking was becoming incredibly popular back then. I traveled all over the United States 
with friends to ride mountain bike trails at destinations like Mount Snow and Killington Vermont, Moab 
Utah,	and	Sedona	Arizona.	We	had	a	great	time	and	the	challenges	of	riding	down	mountains	for	me	was	
addictive. I only wanted more of it and was riding extensively year after year.
After about 10 years of mountain biking under my belt, I started to build bike trails on my own. This was in 
the early 2000’s at a park near my house to provide me with more riding challenges which were closer and 
more convenient to get to. I made them in undeveloped sections of fields and woods, separated from the 
existing hiking trails. Thinking there wasn’t much to it, I began making trials and small features to ride on. 
I brought a rake, shovel, saw, hammer, some nails, and got to work. To my surprise, I quickly learned that 
there	was	FAR	more	to	it	than	I	could	have	ever	expected.	My	efforts	took	an	incredibly	long	time	and	the	
results were very primitive and disappointing. I created bike trails that had no flow to them and were not 
fun to ride on. I made features with scrap pieces of wood that were poorly constructed. Basically I spent 
a lot of time making mistakes and learning from them. I continued to work independently like this for a 
couple years, getting better slowly though a lot of hard work.
When	I	thought	I	was	decent	with	riding	and	trail	building,	I	had	this	crazy	idea	to	build	a	legitimate	
bike park. This would be on approximately 65 acres of wooded hillside property I jointly owned with my 
brothers about an hour south of Rochester. I discovered a community of riders locally that wanted to build 
and ride just like I did and I tapped into their enthusiasm for the sport. I developed a business plan, got 
the word out, and began to build a private bike park using volunteer labor. The park was called The Land. I 
dove head first into the project in 2005 and devoted large amounts of my time and personal money to the 
project. Beyond operating and managing my design business, The Land became almost an obsession for 
me. I was extremely passionate about it because it combined my love of biking and being outdoors with the 
challenges of sculpting the land to literally create one-of-a-kind ridable artwork.
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Starting The Land was a massive learning opportunity for me and is actually one of my life’s biggest 
educational experiences. Volunteers brought with them their prior trail building experiences and we 
collectively learned from each other. We had as many as 25 volunteers each weekend to help. As leader 
of the project, I needed to be as educated as possible, so I purchased every decent trail building book I 
could find. While the books I read provided some minor benefit, they were narrow in focus and relatively 
useless compared to what I actually learned in the field. I was stunned at how much was not covered in the 
books once I was on site actually building the trails. My knowledge of tools, materials, trees, soil, erosion, 
construction, and much more all expanded exponentially due to the actual physical act of trail building.
While The Land was being developed I continued to advance my knowledge trail building year after year. 
I learned so much in the hands-on process that was absent from every book I ever read, that I started 
to write down all the key things I learned. I began to write down my unique thoughts and experiences 
from trail building at The Land sometime around 2006. They started out as a small collection of notes in 
TextEdit files, but over the course of five years it grew to a significant volume of unique knowledge. They 
grew to their current form of a 50 page document just shy of 17,500 words.
When The Land’s future as a bike park open to the public seemed questionable for me to turn into a reality, 
I	realized	I	had	something	potentially	more	valuable	and	precious	to	sell…my	knowledge	of	trail	building.	
I focused more intensely on capturing all the things I learned and continued to add to my notes, with the 
intensity of writing peaking in 2010. I wrote everything I could think of that I learned being hands on at 
The	Land	until	the	new	ideas	tapered	off	to	very	infrequent	additions.	I	knew	that	if	I	turned	it	into	a	book,	
it could become a fantastic resource for others, and go far beyond any other book ever published to date. 
That was the spark for my initial thesis topic.
However, as I continued with my graduate classes, the book became increasingly difficult to focus on. I 
was	learning	so	many	exciting	new	things	in	my	classes	which	made	writing	and	organizing	book	chapters	
less appealing. Also, my ideas on how to improve the book seemed to continually expand yet I was 
always short on time. Eventually I switched my thesis topic to focus on marketing the bike park using the 
new skills I had learned as a graduate student. I still have plans to finish the trail building book, but the 
marketing materials I developed are complimentary to that future endeavor.
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The Land Freeride Bike Park
Freeride Description
The International Mountain Bicycling Association (IMBA) has defined freeriding as “a style of mountain 
biking that celebrates the challenges and spirit of technical riding and downhilling.” Anytime you are on a 





in the world are defined by their most challenging trails, not their easiest. The Land has limited 
acreage	and	development	needed	to	maximize	the	space	with	trails	that	would	provide	the	most	
interest and challenge, and ultimately attract the most riders.
	 •	The	Land	was	always	intended	to	open	as	a	membership-based	park.	Members	would	join	with	
a $9.95 yearly membership, then go online to reserve and pay for the specific days they wanted 
to ride. A full day lift ticket and trail access would be $39, two sequential days would cost $73, 
and three sequential days would cost $99. Annual pass holders, sold for $329 per year, get 
preferential access and would allow riding any day the park is open. Extensive details of the park 
operations are documented in a lengthy business plan draft which took six years to develop.
	 •	The	Land	Freeride	Bike	Park	is	built	on	65	acres	of	property	previously	owned	with	my	three	
brothers. Currently only one brother owns the property.
	 •	The	Land	was	constructed	between	2005-2010	with	an	all	volunteer	crew.	Over	20,500	hours	of	
volunteer labor have gone into constructing all the trails and ride features.
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Unique Features
The Land has some of the largest natural features built in the USA. I have made it a goal of mine over 
the years to ride as many bike parks as possible. I have mountain biked in 38 states and traveled to other 
countries like Canada and New Zealand to ride. I have learned an incredible amount by riding the trails 
of other parks, as well as experience first hand how large other features were. The Land does contain some 
of the largest natural built features in the United States, with Canada’s west coast the only location rivaling 
and surpassing it.
The Land was made using sustainable building practices. Development of The Land met the needs of the 
present without compromising its future. The Land was purposefully built using almost no earth moving 
equipment. Trails were cut and build by hand using chainsaws and shovels to do the least amount of 
damage to the environment. The majority of building materials were (A-frames and support beams) were 
cut on location as part of the trail clearing process and preparation of a central gathering point for visitors.
The Land was designed for four seasons of riding. During the wetter months, The Land is steep which 
allows quick drainage of water. A heavy downpour in the morning will be all but dry by the late afternoon. 
However, the soil at the property is a mix of dirt and clay. Once wet, the surface becomes very slick 
and dangerous to ride. So, extra caution is required when the surfaces are wet but the drying process is 
accelerated so riding delays are not long-term.
While Western New York winters can be treacherous, it is possible to ride at The Land during the winter 
months. There are a few conditions that have to be met first. The snowfall cannot exceed 4”. Beyond that 
amount the density of the snow provides too much resistance and speeds are reduced to where they can 
become dangerous and riders will not have the speed required to gap the jumps. The snow must be wet 
and compact-able, not dry and powdery, which provides adequate traction and grip for the tires. Lastly the 
decked	features	must	not	have	any	ice	one	them.	Ice	on	the	wooded	surfaces	creates	extremely	hazardous	
conditions and makes them unrideable.
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PROCESS & DELIVERABLES
Thesis Parameters
There are three main marketing pieces to this project. All three  
were designed as a coordinated and complementary campaign.  
Each component provides content and impact the others do not.
 1. Brochure 3 panel, bi-fold design
   Full-color (CMYK)
   Future state promotional piece
   Intended for public opening of the park
   Minimal written content
   Catchy headlines and memorable slogan
   Limited wording provides emphasis on photos
   Convenient mailing in an envelope if required
   Drives recipients to the website for more info
 2. Website Responsive design, automatically adjusts layout to any mobile device
   Used as the primary source of information for the target audience
   Expansive and detailed written content covers all relevant topics thoroughly
   Photo gallery showcases building and riding images in all seasons
 3. Video Promotional, web-based video to generate interest in riding at The Land
   Intended to be spread virally across social media sites (YouTube, Vimeo, etc.)
   Created in true high definition (1o80p x 1920) for maximum flexibility
   Motion graphic segments boldly create brand name recognition
   Energetic electronic music engages viewers and syncs with the action
   Fast-paced video clips express excitement and energy
Figure 1: Cover of the Brochure
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Design Considerations
Photos
Photography is very important to promote a place people  
have never been to. All the photography used was adjusted for 
vibrant, more intense colors. The purpose was to match the 
intensity of the riding experience (see Figure 2). Photos include 
all four seasons: spring, summer, fall, and winter. The dominate 
colors vary in each of the seasons. Spring and summer are 
dominated by green leaves. Fall is dominated by yellow, orange, 
red, and brown leaves as well as the warm grey backdrop of tree 
trunks. Winter adds white snow to the warm grey backdrop of 
leafless trees. Each of these seasons and their corresponding 
color schemes set a mood and feeling for what it is like to ride  
at The Land.
Color Scheme & Symbolism




Figure 2: Example of a Photograph Color 
Corrected for Increased Vibrancy
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Target Audience
The primary target market is defined by the following characteristics.
Technologically savvy males, aged 15-30.
Freeriding has been a sport dominated by males. In my personal observations, having traveled and ridden 
many biking destinations, there are almost no female riders. While freeriding is not marketed to female 
riders, I also believe it is not a sport that appeals or resonates with females to begin with. Younger riders 
are the future of the sport. The marketing materials are focused on them with imagery that impresses and 
casual language. There are freeriders in their 30’s and 40’s but it is a smaller percentage of the market and 
they are a secondary audience. I wrote content in conversational English that should be understandable 
and engaging for all audiences.
Devoted to the sport as it is expensive to enter and maintain.
Freeride mountain bikes range from $1,500 for an entry-level bike to $15,000 for a professional-level bike. 
Most riders I know spend between $2,500 and $3,500 for their bikes, and the bikes are replaced every five 
years on average. In addition, there are hundreds of dollars of protective equipment and clothing to buy 
like full face helmet, vented helmet, glasses, gloves, shorts, armor, tools, and so on. Yearly maintenance 
of the bike typically ranges between $200 and $250. Compared to most other sports, freeride mountain 
biking is an expensive endeavor.
Take yearly trips to ride new biking destinations.
The freeriders I have met seem to collectively have the desire to ride other biking destinations. Their 
greatest yearly expense associated with their sport is travel to other bike parks, most of which are out of 
state. I personally have spent many times more money to travel to new biking locations than I have on all 
my bikes, equipment, and maintenance.
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Logos
There are two main logos for The Land, with each serving a specific purpose. 
“Freeridepark.com”
The most used logo is Figure 3. A dynamic triangular shape 
creates a symbolic terrain over which a rider on a mountain 
bike is jumping and doing a partial tabletop (where the bike 
is tilted to be parallel with the ground). Below the symbol is 
the website address, which is the most important marketing 
element to the park. Available 24/7/365, the website is the 
main marketing element to direct people to.
“The Land”
The park’s logotype or text-based logo is shown in Figure 
4. It is a bold logotype made from a modified Helvetica 
Bold with angled cuts and additions to the letters. The 





“Freeridepark.com + The Land”
The two logos can be combined into one form but this is a less successful hybrid as there are too many 
things that visually demand your attention. In this version the “Freeridepark.com” symbol is positioned 
above “The Land” and the website address is below. It was used only once on the back of a hoody printed 
for The Land Crew and will not likely be used again.
Figure 3: Freeridepark.com Logo
Figure 4: The Land Logo
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Icons
There are also supporting icons that are used in specific circumstances.
“Freeride Bike”
Figure 5, the Freeride Bike icon, is a favorite of The Land 
Crew. They love the subtlety it embodies. It is almost 
the antithesis of what freeriding is, calm and sedate 
when in actuality the riding is anything but that. While 
the bike style is becoming slightly dated because the 
riding technology changes each year, the geometry of 
the bike still indicates to all those in the know that this 
is a freeride bike which embodies freeriding. It almost 
becomes an insider’s language to what the park is all about based on the icon of a bike. This secondary logo 
is used in visual materials where a sense of calm is needed, like at the end of a film. It has also been used in 
T-shirts for the crew.
“The Land Crew”
Since The Land was built with an all volunteer crew, it 
was	important	to	create	an	identity	to	recognize	their	
incredible	efforts	symbolically.	This	logotype	icon,	
seen in Figure 6, has been used mostly on crew apparel 
given out as gifts.
Figure 5: Freeride Bike Icon
Figure 6: The Land Crew Icon
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Tagline
“The Best in East Coast Freeriding”
The tagline “The Best in East Coast Freeriding” was worded very specifically. Although a traditional  
tagline is typically 2-5 words, this tagline measures in at 6 words but is logically separated into three easy  
to remember parts. First it establishes a quality qualifier with “The Best.” Then it defines a specific region  
of the country with “East Coast.” And lastly it describes the specific type of mountain biking  
with “Freeriding.”
“The Best” is a descriptor that’s open for interpretation but also a defendable position based on the 
unique	features	The	Land	offers.	The	“East	Coast”	are	all	the	states	along	the	coastline	of	the	Atlantic	
Ocean including the inland states like Pennsylvania, West Virginia, Vermont, and New Hampshire. 
East	coast	terrain	can	be	very	different	from	other	areas	of	the	country	and	that	helps	to	provide	clarity	
on environment. Plus, the modern day perception of freeriding originated on the West Coast, in the 
temperate rain forests of Canada’s Pacific Northwest. Whistler Bike Park in Whistler, British Columbia 
is renowned as the premiere downhill and freeride bike park in the world. Also surrounding that area 
are	a	number	of	other	biking	destinations	that	rival	anything	in	the	United	States	in	terms	of	size	and	
quality. Therefore, this tagline avoids any direct comparison with the leaders in the industry and tries to 
distinguish	itself	as	a	leader	in	a	separate	geographic	location.	“Freeriding”	is	a	recognized	and	standard	
term in the biking industry, and has been for more than 20 years. Freeriding is skill and stunt-based 
mountain biking and is commonly ridden with a “big hit” bike or one that has 6”-12” of suspension in the 
front and rear of the bike.
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Slogan
“RIDE BIG”
The “RIDE BIG” slogan, shown in Figure 7, is simple and memorable. Purposefully crafted to be read 
or heard once and remembered long-term. The slogan has a double meaning. First it references the 
large riding features at The Land, so riding big is a literal description of the trails themselves. However, 
RIDE BIG also alludes to the personal challenge to ride things that may be slightly out of one’s comfort 
zone,	to	push	your	skills	farther,	and	in	the	progress	become	a	better	rider.	I	can	envision	the	RIDE	BIG	
slogan could transform over time into the park’s tagline or possibly be interchangeable with the tagline, 
depending on target audience perceptions and feedback. Initial impressions of this slogan by the Crew and 
others have been very positive.
RIDE BIG
Figure 7: Ride Big Slogan
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Brochure
The brochure is designed for a future state of the park opening and denotes things that do not currently 
exist. The goal of the brochure was to have a tangible item that visitors to the park can take with them as 
an added memory of their experience, and one that would not be thrown away. Once home it may live on 
a dresser, wall, or cork board as a constant reminder of The Land Freeride Bike Park. It is also something 
that can be easily sent through the mail in an envelope to provide a positive impression to those that have 
not visited yet. Figure 8 and 9 show the InDesign layout of the exterior and interior of the brochure.
The arrangement of the brochure was to create a layout that does not become tiring to look at. Photos and 
text	are	displayed	in	small,	medium,	and	large	sizes	to	provide	maximum	variety.
All written content is original and authored by myself. Paragraphs are short, averaging five sentences. This 
makes the content more approachable and digestible. The reader is directed in multiple locations to go 
to the website for more information. On the website the content is much more expansive and goes into 
complete detail on all topics.
The brochure includes unique headers and sub headers to highlight key features for the park. They include:
CHALLENGE YOURSELF
RIDE SOME OF THE LARGEST FEATURES ANYWHERE
A PASSION FOR FREERIDING
BUILT BY A TALENTED CREW
RIDE THE LAND AND NEVER FORGET IT
Figure 8: Brochure Exterior Spread Figure 9: Brochure Interior Spread
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Laid out flat the brochure is 9” tall x 18” wide but folds into three panels. It uses a 12 x 6 grid to create 
“square” divisions across the document. The divisions are not exactly square as their sides are not equal in 
length, but they are close to equally sided shapes. This grid provides an excellent structure for alignment of 
text	and	imagery	but	offers	tremendous	flexibility	in	placement,	as	illustrated	in	Figures	10	and	11	(also	see	
the Appendix for larger views).
Some of the key design features of the brochure are:
•	The	triangular	center	of	“A”	in	LAND	is	used	as	a	ghosted	shape	in	 
photos which becomes a unifying design element (see Figure 12).
•	A	subtle	angled	line	pattern	in	the	background	of	the	photos	 
provides dynamic energy and implied motion.
•	Imagery	is	designed	to	be	dominant	and	take	center	stage	 






Figure 12: Center of “A” Shape
Figure 10: Brochure Exterior Spread with Grid Lines Figure 11: Brochure Interior Spread with Grid Lines
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The photos used in the brochure have been taken over many years with the oldest one dating back to 2006. 
Photographers include Aaron Warkov, Jake Hamm, Dave Dobbs, and myself. All photos included are used 
with permission from the photographers.
Software programs used to create the brochure were Adobe InDesign, Adobe Illustrator, Adobe Photoshop, 













Figure 13: 3D Terrain Model with Trails Indicated
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Website
Having art directed, designed, and/or programmed more than 85 websites to date, I would consider myself 
very knowledgeable and comfortable with web design. However, in the past few years I stuck with what I 
knew and did not venture too far into new technologies or stayed current with the advances in web design. 
I relied more on my functional but perhaps out-dated knowledge to build new websites. 
The website for this thesis project is the most technologically sophisticated I have ever put together 
(see	Figure	14).	I	expanded	my	knowledge	deeper	into	CSS,	jQuery,	Javascript,	and	most	importantly…
responsive design. The site is a fully responsive site and adjusts its layout automatically to best display on 
the	screens	of	desktop	computers,	laptops,	tablets	(horizontally	or	vertically),	and	smart	phones.




critically important for websites to be found on the Internet through the major search engines. The site 
contains proper page titles, page descriptions, and meta tags. It is constructed to meet World Wide Web 
Figure 14: Website Home Page Slider Image Screenshot
M FA  Th e s i s  D o c um e n tat i o n   |  b y  Dav i d  R oy ka                   25
Consortium (WC3) guidelines and is compliant with the Americans with Disabilities Act (ADA) for 
those with vision impairments by providing descriptive alternate (alt) tags. However, the most important 
element for a website to index well with search engines is well written, descriptive, and relevant content. 
The	website	content	was	written	very	specifically	to	maximize	the	use	of	key	search	words	after	examining	
the current website’s log files for the most common search terms and then strategically incorporating them 
in throughout. The website’s written content is 100% original and authored by myself. 
The photos used have been taken over 
many years, some dating back to 2005. 
Photographers include Aaron Warkov, Jake 
Hamm, Dave Dobbs, and myself. All photos 
included are used with permission from the 
photographers. I did not keep track of the 
cameras used at The Land, but there have 
been several. High-end cameras and lenses 
were rented from the CIAS Photo Cage, as 
well as personal digital SLR’s and point-and-
shoot cameras used. Photos are contrasted 
with the addition of flat graphic icons, 
allowing the photos to stand out even  
more (see Figure 15).
For ease of use it was important for 
navigation purposes that the main topic 
choices were as few as possible. I was able  
to condense them to six main topics. Most written content is contained under the About section’s sub 
navigation topics.
Software	programs	utilized	in	the	website	creation	include	Adobe	Illustrator,	Adobe	Photoshop,	and	Text	
Wrangler. The terrain map that was created for the brochure in Cinema 4D is also included on the website.
Figure 15: Website Home Page Screenshot
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Video
The video was designed to generate excitement and interest 
in the park. It was intended for online viewing and created 
to be spread across social media websites like YouTube, 
Vimeo, and Pinkbike. In the absence of riding at The Land, 




mounted on the chest and helmet help to provide a rider’s point-of-view of what it is like to ride The Land. 
Introductory motion graphic segments reiterate the brand identity (see Figure 16).
Filming started in the summer of 2011 with the hopes of using the footage in a future promotional video. 
In November 2011 I started graduate school. My graduate classes took first priority and filled up the bulk 
of my time. Filming was relatively sparse for all of 2012. Then in the summer of 2013, filming intensity 
increased dramatically the as I knew I would be taking a class in the fall that integrated film and other 
mediums. It was only in November 2013 that I decided to change my thesis topic and integrate video and 
other mediums into the project. However, by that time I had amassed a decent video library to pull from.
For the weekend long 
filming events at The 
Land in 2011, I invited 
crew members and expert 
freeriders from CT and NH 
to ride (see Figure 17). We 
had between one and five 
riders descending the trails 
at any given time. During 
those events, I couldn’t be 
at all places at once. I was 
the	master	organizer	and	 Figure 17: Weekend Filming Event
Figure 16: Introductory Motion Graphic Segment
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created the overall filming and photography plan, but I also had support from professional photographers 
and videographers who could be stationed along the trail to capture the riders on film as they descended. 
This	maximized	the	amount	of	usable	shots	and	footage	with	each	run.	
Filming outdoors presents a number of challenges, the most important being good lighting conditions 
(see	Figure	18).	One	weekend	in	particular	was	a	sunny	day	with	puffy	clouds	with	strong	and	steady	gusts	
of wind. For ideal filming purposes, the clouds need to block the direct sunlight, otherwise the footage 
will have extreme light and dark spots that are very distracting and ruin all perception of depth, height, 
and distance. Each run had to be timed to coincide with a cloud passing overhead. Trailway to Heaven, 
the main trail filmed, takes about 1:15 to ride from top to bottom. While this is not a lot of time, many of 
the clouds were small and would pass overhead in less than a minute. Patience and radio communication 
allowed me to time each run with overhead clouds and get the best lighting results.
Over the past two and half years, several video cameras have been used. The five main types of video 
cameras used were:
Figure 18: Filming Outoors






I filmed and collected approximately 1,133 source clips. They ranged from a few seconds in length to several 
minutes. They were filmed at The Land with multiple riders and separately of me riding solo. After several 
days	of	reviewing,	organizing,	and	naming	them	with	consistent	conventions,	I	narrowed	that	massive	
collection down to about 248 possible clips to include in my film. While editing I narrowed them down 
even further and integrated only 116 source video clips into my final film (see Figure 19). A couple of these 
clips are literally used for less than a second.
The music I selected, Play for Real by The Crystal Method, is still pending approval by artist. Attempts have 
been made to reach the artist but no official response yet. They just released a new album a couple days ago 
so their promotional schedule would certainly take precedent over my recent requests. I do want to display 
Figure 19: Final Video Clip Example
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this film online and do not want to run any risk of posting any copyrighted material. While the entire 
project	was	based	around	the	music,	I	would	consider	using	a	different	music	track.	I	have	been	doing	
research into other music sources that I can use but after several days of searching, no suitable alternative 
has	appeared	yet.	I	haven	not	given	up	hope	on	getting	approval…but	I	also	haven’t	given	up	on	finding	an	
alternative soundtrack as a substitute and rearranging the clips to fit.
Software	programs	utilized	in	the	creation	of	the	video	included	Adobe	Audition,	Adobe	After	Effects,	
Adobe Illustrator, and Adobe Premiere Pro (see Figure 20). 
Figure 20: Video Sequencing in Adobe Premiere Pro
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Filming Mounts
I purchased several GoPro mounts manufactured by the company, including a helmet mount and a chest 
mount. In addition to the mounts I purchased, I made several of my own custom filming mounts. I was 
very enthusiastic about filming but needed more camera mounting options to capture the perspectives 
I was envisioning and to truly make my footage unique. When I looked into the commercially available 
products, they were all fairly expensive and much more money than I was prepared to spend. Therefore I 
started to make my own. All custom mounts that follow were made between September and November of 
2013. All mounts (Figure 21) were used in the filming process but not all footage made it into the final film.
Grenade Grip (1)
Named because the grip which resembles a WWII grenade. The hand 
held PVC mount uses a mountain biking handlebar grip for the handle. 
It has a removable side handle to provide extra support when filming 
with two hands. It can also be set on the ground or lowered from a boom 
by a rope to capture interesting perspectives. There’s also a separate float 
that clips on for safe use on, in, or around water.
Front Fork Cam (2)
Although it looks like a monster, it works perfectly and doesn’t adversely 
affect	steering	control.	This	mounts	on	either	the	right	to	left	down	tube	
of	the	front	fork.	It	attaches	with	four	zip	ties	and	further	secured	with	
duct tape. The side arm has mounting bracket on the top and bottom to 
allow two cameras to film forwards and backwards simultaneously. 
Pole Cam (3)
I converted an unused aluminum rake handle into a 6’ long pole camera. 
The custom made mounting bracket allows a GoPro to be attached in 
two distinct orientations, each with some tilting flexibility. The allows me 
to film just above the ground or high into the air from a distance.
Time Lapse (4)
Using an aluminum timer I purchased from IKEA, I mounted a 
camera to the top to allow 360 degree panoramic time lapse videos. 
The camera can be set to take photos every 15 seconds while the timer 
rotates. The collective photos are then composited into a time lapse 
video. My plans are to make an attachment on the bottom which will 
allow it to be mounted onto a tripod for increased stability.
Carabiner Clip (5)
Using a climbing carabiner as the core, this mounting device allows a 
GoPro camera to be quickly attached to a tree branch, cable, vehicle, 
or other surfaces. It is a very versatile mounting device.
Expandable Pole Cam (6)
Using an extendable hiking pole as the base, I made and attached 
two mounts. The mount at the very end has a ball joint and can be 
swiveled and locked in any position. The other mount slightly lower 
on the pole allows me to film backwards at myself at arms length and 
capture my entire body in the view. The pole collapses to 26” and 
expands to 56” long making it excellent for travel.















Figure 21: Filming Mounts
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SUMMARY
Time Tracking
I felt the time spent on this project was an important element to track from the beginning. Having never 
done a project of this technical magnitude before using software programs that were brand new to me was 
a challenge to take on. Working for the first time with motion graphics, filming, film editing, and sound 
editing, I wanted to make sure I captured the time it took with each element so I could estimate future 
projects accurately. Over the length of the project my speed and efficiency improved but this original 
tracking creates a solid baseline to estimate future projects from.
All time spent on my thesis project was tracked in a TextEdit file in 15 minute blocks and at the end 
rounded up to the nearest whole number. Filming and photography time includes the design and 
construction of filming apparatus, preparation of filming equipment, bike maintenance and preparation, 
collecting and packing related gear, and travel to and from The Land (50-60 minutes one way). Overall my 
time tracking accuracy is guesstimated at plus or minus 5%.
	 Original	Concept	&	Development	 	 105	hrs.
	 Filming	&	Photography	 		 	 	 220	hrs.
	 Video	Review,	Organization	&	Editing	 	 083	hrs.
	 Responsive	Website	Design	&	Programming		 068	hrs.
	 Brochure	Design	&	Printing		 	 	 015	hrs.
 3D Modeling      009 hrs.
 Motion Graphics    007 hrs.
 Thesis Defense Presentation   008 hrs.
	 Survey	Creation	&	Response	Analysis	 	 008	hrs.
 Thesis Documentation    067 hrs.
 TOTAL     590 hrs.
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Audience Feedback
During my thesis defense presentation there were a several valid points raised by the student audience and 
the professors, specifically about the website layout. There were minor issues mentioned with image and 
text alignment, paragraph styles, and sub navigation on the About pages. All those issues will be addressed 
with the final live posting of the website (which will replace the current static website designed back in 
2007). Prior to the thesis presentation the video length and sequence was an issue, and that was mirrored 
in some of the survey responses. After my thesis defense presentation, several students approached me and 
had very positive things to say about my work, which was flattering.
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Data Collection
For data collection I created a survey using SurveyMonkey.com. SurveyMonkey ensures all responses are 
anonymous and tracks the IP address of the source computer so recipients cannot fill out the survey more 
than once. The survey was comprised of ten basic questions. The first nine questions addressed the brand 
identity,	the	marketing	effectiveness,	and	asked	specifics	about	the	brochure,	website,	and	video.	The	tenth	
question asked for what changes or additions could be made to any element of the marketing campaign. 
Figure 22: Survey Screenshot
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The surveys were sent via email to peers and former students of mine, as well as a few professional 
designers and colleagues. I wanted a diverse group of people so the genders, ages, and backgrounds all 
varied. The youngest was 19 and the oldest was 76.
37 people were sent the survey. 28 people responded within the timeframe I requested. My goal was 
twenty five respondents so I’m pleased with the turn out. This provided a solid basis to evaluate the project 
effectiveness	and	identify	areas	for	improvement.
Only two of the first nine questions asked were skipped by respondents, but that may have been an 
accident or oversight rather than intentional. Eighteen people left responses for the tenth question. The 
answers left in this comment box were helpful and insightful. They were the most revealing in what the 
people were thinking as they evaluated the project components. The respondents addressed minor issues 
that are all relatively easy to fix. No major issues were presented that challenged the foundation of the 
project.
Due to the fact that some of the respondents were former students of mine, there may have been a bias in 
their evaluations. I was tough on my students and I would expect my students to be tough on me. I might 
expect minor errors I made in my project could have resulted in some student respondents to critique 
harshly due to my relationship with them. But, that is a preferred response over people not taking a strong 
interest and giving superficial responses. With that said, some students that were sent this survey were 
supportive of my teaching style and their responses could have been just the opposite, overly supportive, 
so in the end if this was the case these may have balanced each other out.
On reflection, some of the comments received are the result of me not being able to explain more details 
about	the	project…but	that	also	means	some	things	are	not	intuitive.	Many	of	the	survey	comments	I	was	
already aware of. The length of the video was an issue that was originally noted by Chris Jackson in early 
viewings with him. I am going to attempt to edit the music again and bring the video down to around 
three minutes instead of the current five minutes. That should make for a more successful video. With the 
clips that are not used, I’ll attempt to put together a new short film with some sort of theme.
Ultimately, having my actual target market audience view the project and evaluate the components is a 
future goal. It is logical to assume that the target audience is less aesthetically sophisticated than the survey 
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respondents I used who are mostly designers by trade. I know from experience that the target audience 
also wants to see as much biking video as possible, so the length of the film may not even be an issue for 
them. The target audience is insatiable for constant visual stimulation in terms of exciting riding footage 
and I could imagine receiving comments that it is too short. However, with that said, as a designer I agree 
with the feedback of shortening the video.
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Survey Results
The survey results were very positive and support the overall success of my project. I monitored the 
answers as they were coming in and the trends started to emerge early. The percentages only varied slightly 
as more and more respondents replied. Rankings were fairly consistent throughout the entire process 
which only further supports the accuracy of the end results. 
“Strongly Agree” or “Agree” were the dominant responses to the questions asked. By combining the results 
of “Strongly Agree” and “Agree” for each question, the lowest ranked question received 88.46% approval 
and four questions received 100% approval. The survey answers identify or infer which marketing elements 
were the most successful. However, in order to separate the results a little more, solely based on the 
category “Strongly Agree,” the highest rated responses in order were:
Please see the Appendix for screenshots of all the survey question results.
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
78.57% Strongly Agreed to the following question:
 Q8: The video was exciting to watch and provided a good perspective of what it is like to ride The Land
The video seemed to be a favorite for most people. In comparison to the brochure and the website, I 
believe that a video provides the richest information and entertainment experience due to the music, 
animation, and fast moving video. The website, while it contains links to the videos, it also has a lot of text 
and cannot compete with the energy portrayed in the video.
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
75% Strongly Agreed to the following questions:
 Q1: The brand identity was consistent across the brochure, website, and video
 Q6: The website was informative
 Q9: The video seemed interesting enough that it might be shared across social media websites by those 
who watch it
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Answers to these questions confirmed a consistent brand identity, an informative website, and a video that 
might be spread easily across social media.
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
71.43% Strongly Agreed to the following questions: 
 Q2: The brand identity seems well designed to appeal to the target audience of tech savvy males, aged 
15-30, who are devoted to the sport of freeriding
 Q5: The website was well designed
Appealing to the target audience is very important to this project because they ultimately will be the 
ones spending the money to ride The Land. Since there were no respondents that fit the target market 
description when the survey was sent out, answers to that question may not be 100% accurate. 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
66.67% Strongly Agreed to the following question:
 Q7: The website navigation topics made sense and the site was easy to navigate
Having navigation topics that are intuitive and easy to navigate are critical to the success of the website. 
The About section contained all the sub pages and for some this may seem to some like an unbalanced 
navigation system. The side bar navigation for the About pages could also be improved with re-wording.
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
60.71% Strongly Agreed to the following question:
 Q3: The marketing of The Land Freeride Bike Park through the brochure, website, and video was 
effective
While the rankings of this question might be considered good as a stand alone item, compared to the 
other questions this ranks low on the list. After review of the comments, in order to improve the results 
of	this	question,	it	requires	some	inference	and	guessing	on	how	to	improve	the	marketing	effectiveness.	
Comments	about	why	the	marketing	was	not	as	effective	as	it	could	be	were	not	directly	addressed.	
In theory, if I made most of the corrections and additions suggested, that should boost the rankings. 
However, it is interesting to note that the brand identity question ranked second highest with 75% who 
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“Strongly	Agree.”	So	while	the	brand	is	considered	appealing	and	consistent,	the	marketing	effectiveness	
is perceived less so. It may also be that respondents chose to express the errors they discovered through 
this question, although this is purely hypothetical. Another survey with more specific questions regarding 
marketing would be helpful to pinpoint improvement areas.
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
Ranking lowest on the list, was:
37.04% Strongly Agreed to the following question:
 Q4: The brochure design, content, and perceived quality appear strong enough that it would likely be 
kept by the recipient and not thrown away
In hindsight, question 4 may not have been the most appropriate to ask. By far it ranked the lowest of the 
ten questions. The question asked if the brochure design, content, and perceived quality appear strong 
enough to be kept by the recipient and not thrown away. Due to its electronic presentation as a flat PDF, 
these are difficult things to assess digitally. A brochure really needs to be evaluated as a printed piece 
because of the paper quality, paper thickness, paper brightness, and the surprise each panel reveals when 
opened. The fact that a brochure cannot be seen in person and physically held by the respondent seems 
a legitimate factor for the poor rating. Plus the minimalism of the brochure can make small errors stand 
out even more. The brochure was well received in person when an individual read it for the first time 
themselves,	and	this	may	account	for	some	of	the	difference	in	responses.	However,	the	comments	that	the	
brochure was less impactful than the video or website is an important piece of feedback to pay attention to.
I feel it is relevant to note that the brochure would only be given out or taken by those who wanted it to 
begin with. It would be available in a brochure display case, on location at the bike park, where riders 
would have to physically pick one up if they wanted one. This would logically assume the people that 
took a brochure would want to keep it. The brochure might be mailed occasionally, but only on request. 
However, this explanation of how the brochure would be distributed was not provided in my overview 
instructions to the survey respondents.
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Lessons Learned
I learned a great deal from this project, more so than I ever thought I would. Although it created a 
tremendous amount of stress for me, looking back I’m very happy I changed my topic due to all the new 
knowledge I have gained. My major learning lessons include:
Topic Change
I changed my thesis topic very late in the process. I received final approval from my committee with 
only 27 days to complete the project. I also had three other classes to attend with heavy homework and 
assignment loads. This made the task of completing my thesis be the end of the semester feel totally 
overwhelming and virtually out of reach. However, I immediately got busy and began chunking out 
the work. By staying calm and focused, I managed to make progress. Within in one week I had made 
significant	headway	on	the	website	and	was	simultaneously	organizing	video	clips.	
I was very motivated by my thesis topic and was 100% committed to finishing on time. I believe my 
positive attitude was critical for success otherwise I highly doubt it would have been completed that 
semester. What I learned here is more of a reminder of something I already knew. It is one more example 
in life of being able to accomplish whatever goal you set your mind to, despite how daunting it may be 
perceived at the start. While there are always things to improve, I’m extremely proud of the quantity and 




In the end, the designer’s job is almost to make the brand seem simple and something that seemingly took 
almost no time at all to develop.
Multi-Media Campaign
I learned how much time and planning it takes to design and deliver a multi-element, multi-media 
campaign. Getting a rough concept and direction down was not too difficult for me, but the refinement 
process was intense. As the old adage says, “It can take 80% of the time to do last 20% of the work.” Much 
of my time was spent in subtle refinements that consumed about 80% of my energy.
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Filming & Editing
Filming	takes	the	most	amount	of	time,	by	far,	of	all	the	mediums	I	worked	with.	Review,	organization,	
and naming of the footage clips required a surprising amount of hidden time. Editing also takes some 
noticeable time but it got faster the more I did it. In comparison to the filming and review of footage, 
editing is not as time intensive. Editing is also very rewarding as you get to see the pieces all come together 
as a final piece.
However, the biggest epiphany I had during this project are the hours and hours spent to capture that ideal 
one or two seconds of footage on camera. I can remember spending the entire day filming (8 hours) and 
reviewing	the	clips	that	night	to	discover	I	had	only	20	seconds	of	collective	usable	footage.	It	was	amazing	
the time spent to capture just a few seconds of great video. That also led to me learning, by trail and error, 
what the best angles were to film from and which lighting situations were ideal. I quickly put together 
a visual library in my head of what worked well and what didn’t so I could replicate the best results on 
location filming.
Music Selection
Music selection also takes a tremendous amount of time. When I considered changing topics I started 
listening to music specifically for use in the film. I literally listened to thousands of songs and created 
a list of possible selections. In the end I chose The Crystal Method’s Play For Real due to its low bass 
beginning and ending, which was crucial for my concept of building up the anticipation by showing large 
riding features, and then winding down with the credits. Getting approval of the music used prior is ideal, 
however due to the self-imposed time constraints of changing my topic so late, I didn’t leave myself a lot of 
options. Since the project I’ve discovered a number of license free music sources, some with high quality 
songs, but each website requires a lot of time to listen to and sift through the choices. I’m slowly creating a 
library for myself of saved song selections to use in future filming projects.
Motion Graphics
Motion graphics are also time intensive . Seemingly simple animations took a long time for me 
to complete. Animations or motion graphics were all new to me in the fall semester of 2013. I was 
simultaneously	learning	how	to	use	After	Effects,	Audition,	and	Premiere	Pro.	It	was	an	overload	of	new	
information	and	possibilities,	and	it	was	difficult	to	temper	my	enthusiasm	to	go	off	an	explore	more.	I	
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had to stick tight to completing my homework assignments and course projects. The new software had 
a learning curve associated with them and it took most of September and October to feel comfortable 
working in them. 
Video Resolution
In 2011 and 2012, GoPro HERO1 and HERO2 cameras were used to film. The HERO1 footage was unusable 
due to its blurriness and graininess when compared to the HERO2 footage. Most of the footage was done 
using HERO2’s (@ 720p x 1280) so that became the base line of quality. In 2013 I purchased a new GoPro 
HERO3 and that became my go-to camera for filming. I mistakenly set the camera resolution and format 
incorrectly, so much of the early footage was relatively unusable in comparison. Once I noticed the error 
it was set to true HD (@ 1080p x 1920). However, the footage was so incredibly detailed and clear that it 
created an all new problem. It made all the prior footage look bad by comparison. While I really wanted 
to include this footage, there was not enough of it to carry the whole film by itself, and most of it was me 
riding solo. I did include one true HD clip but it is less than a second in length, slightly darker in tone, 
and not very noticeable. Ultimately I made the decision that I would use the 720p x 1280 GoPro HERO2 
footage as the primary film clips to build the film around.
Responsive Design
I learned that responsive websites are a tremendous amount of work. I spent a lot of time just thinking 
about	the	approach	I	was	going	to	take	and	making	a	lot	of	lists	to	organize	my	thoughts.	Much	more	
time	was	spent	in	the	planning,	organization,	programming,	and	testing	phases	than	in	the	actual	design.	
Design was an important starting point from which the website was built around, but it felt very distant 
during the lengthy programming stage. Design re-entered the picture towards the very end with the 
addition of graphics and imagery. Designing this site did reinvigorate my enthusiasm for web design. 
However, it can be obsessive for me due to all the minute improvements that can be made in coding and 




While my new laptop was more than powerful enough to work on all components of my thesis project, 
my desktop computer playback of any 1080p x 1920 HD video was choppy. It was unfortunate because it 
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is a dual monitor system with much larger screens than my laptop. I did some research and came to the 
conclusion that the choppy playback was due to a lack of RAM memory. The system only had 4GB of 
RAM so it was considerably underpowered. I purchased 8GB of more RAM to add to the iMac bringing 
it up to total of 12GB. This $95 upgrade was a worthwhile addition to extend the functionality of my 2010 
home computer. However, even after adding the extra RAM, the video playback was still just as choppy. 
With further digging I discovered that 16GB may be the minimum requirement to play back video that 
high in resolution for that particular iMac. So, more RAM memory will be added soon to make a better at 
home video editing workstation.
Digital Storage
During August and September of 2013, I was regularly filming for several hours, three or four times each 
week. Within one month I had maxed out the storage of both my laptop and my desktop computers. I 
purchased a 1TB external hard drive which solved the storage problem but left me with no back-up system. 
I eventually purchased a 3TB external hard drive to back-up both computers as well as the 1TB hard drive. 
While not terrible expensive, it was an additional $300 I had not intended to spend. However, the lack of 
digital storage was mostly due to my naivety of how large HD video files are and how quickly they collect 
when you’re filming regularly.
Surveys
Survey questions have to be very carefully crafted to keep them simple, clear, and unbiased. A lot was 
learned on how to write them appropriately, and even more was learned from the responses. The survey 
took several hours to develop the proper questions to ask. However, there many improvements I could 
make to the survey itself or in subsequent surveys to collect more detailed answers. I also learned that 
sending out brief surveys for feedback on your work can be very valuable, during or after the fact. I plan 
to use SurveyMonkey in the future to evaluate my projects in development with other designers and target 
audience representatives. The people who participated seemed to appreciate being involved in the survey 
and their feedback was extremely valuable.
Logos and Supporting Icons
Although they all serve a purpose, too many can weaken a brand identity. Some thought and reflection 
needs to take place to evaluate the logos and icons used to represent The Land. I plan to re-evaluate the 
integration of my logos and icons, and possibly send another survey out for feedback.
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CONCLUSION
The	planning	and	design	methods	I	used	were	instrumental	in	creating	a	cohesive	and	effective	project.	In	
terms of design I believe I was very successful in integrating Responsive Web Design, Motion Graphics, 
Filming, Video Editing, Audio Editing, 3D Modeling, and Print Design to support and convey the message 
of my thesis. I’ve now developed a stand alone brand and a distinct visual style for The Land that can be 
easily expanded on.
I now have a huge respect for the time it takes to create a film. I accrued 13,200 minutes of filming and 
editing while the final film was less than 5 minutes long. That is 2,640 times more time spent filming than 
the final length of the final video. However, the filming for this project was weather, rider, and equipment 
dependent. Looking back I believe this project had a high degree of preparation compared to many other 
filming projects. Movie magic is all about editing, and this project took much of the mystery out of that 
process. Ultimately, many film clips were never used but I’m happy with the results as this was only the 
fourth short film I have ever made.
I am very pleased with the quantity of work I produced and also proud of the overall quality. The website 
and video will be used to market The Land once I make some corrections and changes as recommended 
by those attending my thesis defense presentation and the surveys collected. I feel the results of my 
project overall were a success, which were confirmed in my survey results. I could have improved the 
implementation of my project with more time, but time is a resource that is always in short supply. Also, 
having time to reflect on the project elements has been very helpful to see them from a fresh perspective. 
The changes recommended were very helpful, plus the edits that I spotted myself, are now forefront on my 
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During this project I became adept at working back and forth between all the software programs. My skills 
in	HTML5	and	CSS	have	improved	tremendously	and	I	can	now	produce	well	commented,	organized,	and	
modular code. My skills in hand coding have improved. At points in my website development I was coding 
intuitively by quickly scanning and editing code on auto pilot, knowing exactly what edits I was making 
would look like on screen. I even had dreams in HTML code.
I am very proud of what I’ve learned and what I’ve accomplished during my MFA pursuit at RIT. My 
abilities to create animations, motion graphics, and films is now only limited by my imagination. I now 
have the ability to create things I never could before. I have a solid understanding of 3D modeling and 
can	create	any	3D	object	I	can	imagine.	I	can	animate	any	motion	graphic	effects	I	can	conceive.	I	can	
film, edit, and produce a film along with editing the audio and sound track. And I have a more in-depth 
knowledge of web design and the ability to create a responsive website. I have the core knowledge and 
confidence in my skills that anything I dream up I can make happen on screen. While I’m not the fastest 
yet, I am feeling very competent. 
Having started my graduate degree program at age 43, I was nervous about the new technologies I would 
be required to learn as a student. I had become settled in my ways and was initially not excited about 
learning new things as it added many more responsibilities to my already full plate. I was not looking 
forward to the workload I was taking on as a full-time teacher attending graduate classes full-time. It was 
intimidating to take on that much and delve into the educational unknown. However, that changed quickly 
in just the first quarter taking my first 3D Graphics class. My attitude evolved and taking classes became a 
real	joy	for	me.	I’m	absolutely	amazed	of	what	I	have	learned	over	the	past	two	years.






Prior to the MFA program at RIT, I had never personally done:
	 •	Motion	Graphics	(although I have Art Directed more than a dozen)
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	 •	Filming	and	Film	Editing	(although I have Art Directed two short videos)
 •	Audio	Editing
	 •	3D	Modeling
	 •	Responsive	Websites	(I have developed more than 85 websites in my career but none responsive,  
    making this one my most technologically advanced)
This project was a very valuable experience and is the beginning of me delving into more professional film, 
animation, and 3D work. I owe many thanks to the professors that have influenced my work and who have 
help guided me on this exciting path. The lessons learned from this experience have had major impact on 
my design career. I now plan to actively market my skills in motion graphics, filming, 3D modeling, and 
responsive web design. I want to continue to gain proficiency in animation, film, and 3D programs and do 
much more of this kind of work in the future.
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“As the boundary 
of our knowledge 
increases, so too 
does the perimeter 
of our ignorance.”
Ne i l  d e Gr as s e  Tys o n
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PROJECT SIGNIFICANCE
A key component to the success of this project was to generate interest, excitement, and a positive 
impression	of	The	Land.	To	extend	the	brand	identity	and	to	effectively	market	The	Land	through	multiple	
mediums. I believe this project is significant because it reiterates that a coordinated and consistent multi-
media campaign can be more powerful and impactful than a single marketing element.
No other bike park that I know of has had such a careful crafting of a brand image. Reflecting on the 
past 25 years as a professional designer, you rarely, if ever, have the opportunity to sculpt a brand from 
scratch.	Usually	they	are	done	piece	meal	or	haphazardly	through	a	collection	of	different	department’s	or	
manager’s visions. As developer of the entire bike park, I also have the rare privilege to be able to brand 
the entire identity. This is significant in that having one person to guide the brand identity of a company 
is	rare.	It	appears	to	happen	mostly	with	companies	that	are	of	a	significant	size	where	a	brand	manager	
and a team of designers are employed to develop or enhance the company’s brand. While my project is not 
perfect yet, it does have a strength in its unity which is also reflected in the survey responses.
The uniqueness of The Land itself adds significance to the project. The Land has some of the largest and 
most challenging freeride trails in the USA. It is one of the few bike locations in the world where all the 
riding	features	were	hand	made	using	all	natural	materials.	In	Monroe	County,	off	road	biking	on	trails	
is illegal unless specifically noted (like on the Erie Canal Path). With an area of 1,366 square miles and a 
population of more than 747,000 people, this strict riding policy is rare in the United States and makes the 
surrounding area extremely unwelcoming to mountain bikers. While there are now a few test programs in 
place to allow mountain biking in select parks, to have world-class trails rise out of this restrictive biking 
policy is one more significant aspect to the The Land’s creation and the park’s marketing materials.
My custom made filming mounts are a notable contribution to the project. Particularly my Grenade Grip, 
Expandable Pole Cam, and Front Fork Cam. Initially I went online to research similar mounts and had a 
good degree of success. There are many videos posted on YouTube with instructions on how to build your 
own equipment. I used those videos as inspiration, and then I created things that were similar using the 
tools and scraps that I had in my shop. The Grenade Grip was my first creation. Although it was inspired 
by ones that already exist, it is uniquely my own design. I was able to use PVC pipe along with metal and 
plastic pieces I had laying around. One of the features it has is a trapped air pocket inside the handle, 
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which improves its flotation in water. The Expandable Pole Cam was built around a $125 hiking pole that I 
rarely	used.	Utilizing	a	broken	tripod,	zip	ties,	black	electrical	tape,	and	miscellaneous	plastic	pieces	I	had,	
I was able to create a very versatile double mount system. The Front Fork Cam was entirely my own idea 
and	not	based	off	of	anything	I	had	seen.	I	knew	I	wanted	a	filming	device	that	could	capture	that	unique	
perspective, so I started making sketches based on the idea. I used wood scraps, an aluminum pole, and 
old biking handlebar grips to make the mount. The finished product was definitely not the most attractive, 
but after problem solving to correct some minor vibration, the footage it captured was excellent and is 
some of my favorite mount so far.
I believe the incorporation of all Visual Communication Design (VCD) mediums also makes my thesis 
project significant. Instead of one or two mediums, I integrated all six that are considered part of the 
degree program (Web Design, Motion Graphics, Filming/Video Editing, Audio Editing, 3D Modeling, 
and Print Design). Although it may have been done before, I’m personally not aware of any student who 
has. Incorporating all those mediums into one project has its weaknesses and strengths. The weakness is 
that much more can be done with each medium, pushing each one even farther to perfection. With that 
said, each medium adds a depth to the project that the others cannot, so the combination of mediums 
strengthens the overall project.
Lastly, this project is significant because it significantly changed my career focus. After 25 years in the 
industry, I’m now very interested in making more films, motion graphics, and 3D models. My artistic 
career started out in fine arts and transitioned into brand development, management, and creative 
direction. Most of my career has been spent focused on the creation of traditional printed pieces and 
websites. While very fulfilling, these new mediums have opened my eyes to new possibilities that I never 
thought	of	before.	It	has	re-energized	my	creative	ideas	and	opened	up	new	worlds	to	explore.	It	has	given	
me the basic skills and confidence that anything I dream up I can create.
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NEW QUESTIONS GENERATED
Branding and marketing are two expansive topics that can be studied and evaluated in great depth. The 
nature of my personality is one in which I could easily delve deeper into both topics. However, those broad 
categories can consume many lifetimes of research and study. I can envision almost an infinite number 
of questions and directions of exploration related to branding and marketing. For the purposes of this 
project,	I	needed	to	pull	way	back	and	focus	solely	on	the	effective	branding	and	marketing	of	this	specific	
bike	park	using	multiple	mediums	and	analyzing	the	survey	responses.			
What specifically needs to change for marketing elements to be evaluated higher?
An ideal way to answer this question would be an additional survey with more probing questions to 
capture the improvement opportunities raised by the initial group. I envision a survey that asks a specific 
question and immediately after asks for comments on why the recipient rated it that way. This will lead to 
more clarity in what specific things would help improve the project and reduce any guessing on why the 
results are the way they are.
Does the marketing of this project truly appeal to the target audience?
Most people who received the initial survey were designers so their perspectives can be expected to be 
slanted towards the aesthetics of the pieces. While I value the respondents evaluations, having a broader 
set of survey participants, specifically made up of the target audience population who would actually 
ride at The Land, is ideal. Answers to that survey will bring clarity to questions like how I can make the 
elements more appealing to the target audience.




However, this might be an interesting question to explore with further thought, definition, and evaluation.
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FUTURE PROJECT EXPANSION
This thesis project will be refined in the coming weeks using the survey results feedback. The website and 











building world, bringing more legitimacy to the park.
	 •	 Expanding	the	trail	building	book	into	a	website	with	parallel	content	but	include	QuickTime	3D	
movies of riding features and construction techniques. This would help promote book sales and 
could bring in advertising revenue. 
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APPENDIX
Legal
Notice of fair use: The material in this document is provided for educational and informational purposes. 
It	may	contain	copyrighted	material	the	use	of	which	has	not	been	specifically	authorized	by	the	copyright	
owner.	It	is	being	made	available	in	an	effort	to	advance	the	understanding	of	environmental,	economic,	
and social issues. It is believed that this constitutes a ‘fair use’ of any such copyrighted material as provided 
for in section 107 of the US Copyright Law. In accordance with Title 17 U.S.C. Section 107, the material in 
this document is distributed without profit to those who have an interest in using the included information 
for research and educational purposes. If you wish to use copyrighted material from this site for purposes 
of your own that go beyond ‘fair use’, you must obtain permission from the copyright owner. The 
information in this document does not constitute legal or technical advice.
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Thesis Topic Change
Original Thesis Title
A Complete Mountain Bike Trail Building Resource
Original Thesis Statement 
To write, design, and produce a robust book for building mountain bike trails and stunt features. This 
extensive resource will be a step-by-step guide for fundamental design and construction techniques which 
will	include	3D	illustrations	and	emphasize	environmentally	conscious	building	practices.
I changed my thesis topic as a the result of several factors and changing conditions.
First, the development of the book began to balloon out of control. Even though I was planning to only 
deliver	sample	chapters	from	the	book,	the	overall	writing,	editing,	and	organization	of	the	project	began	
to feel overwhelming. I started to get caught up in an endless thought process of how the book could be 
improved in terms of topics, writing, and illustration. It was expanding in scope rather than becoming 
more manageable.
Second, I was enthusiastic and motivated by the new skills I was learning in my classes. Things I had never 
done before like motion graphics and filming. The projects I was working in class were far more interesting 
and compelling to me at the time, as well as more relevant to today’s design trends.
Third, was a thesis meeting in November 2013 with Chris Jackson during which he continued to 
subtlety suggest a change of topic for me. The book development was becoming more challenging due 
to scope creep and my slight loss of enthusiasm from the new things I was learning. It became much 
more appealing to me to integrate all mediums of the CGD/VCD program and continue with the book 
development at a later date.
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Original Thesis Proposal
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Blog
In October of 2012, I posted a private WordPress blog of my initial thesis idea to for review by my 
committee members. Due to the fact that I wanted to keep the idea of the trail building book secret to the 
world at large, the blog is only viewable by committee members who were given email instructions on 
how to access the blog. While my change of topic make it slightly less relevant, the screen shots of it are 
included here.
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Brochure Grid
The	brochure	is	9”	high	by	18”	wide.	It	utilizes	a	6	x	12	grid	with	a	1/4”	margin	on	the	borders	and	1/3”	in	
the  gutters of the folds.
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Sketches
Below are a few sketches from the development of this project.
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Coding Examples
Below are screenshot samples of the HTML and CSS code used in the website development.
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Video Example
The screenshot below is from Adobe Premiere Pro of the arrangement of the clips used in the video.
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Audio Examples
The images below are screenshots from Adobe Audition of the arrangement of the audio clips used in the 
development of the motion graphic portions of the film.
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Presentation
My thesis defense and presentation was on Thursday, December 12, 2013 in the VCD Lecture room 
(7A 1315) at 3:00pm. The following are the original InDesign slides that I used in that presentation.
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SURVEY RESULTS
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Survey Question Best Practices









jQuery Inspiration Sources Adapted from Previous Professional Website Projects: Flexslider v2.0 (free to 
use under the GPLv2 license), Slider Revolution (plugin), Titan Lightbox (lightbox gallery script)
Photography: Dave Dobbs, Jake Hamm, David Royka, Aaron Warkov
Video
Design: David Royka
Video Editing: David Royka
Audio Editing: David Royka
Motion Graphics: David Royka
Audio: Remix of Royal Air Force Radio by Klankbeeld, www.freesound.org/people/klankbeeld
Music: Play for Real (Team Awesome Remix feat. The Heavy) by The Crystal Method
Videography: Denver Miller, David Royka, Chris Zdep
Riders: Chris Frey, Josh Gee, Jake Hamm, David Royka, Larry Sereduck, Brandon Sbordone
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